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Introduction
A rts management is a domain whose influ-ence is developing over time. Our research outlines the influence of seven 
key arts management journals beyond the arts 
management literature arena by analyzing the 
citations for them in arts management-related 
articles in leading mainstream general manage-
ment and general marketing journals. It extends 
prior research (Rentschler and Kirchner, 2012) 
by assessing the external impact of arts manage-
ment and marketing articles, in terms of authors 
cited and topics, published in top-tier general 
management and general marketing journals 
over 24 years. It then provides thematic, content 
and citation analyses, based on frequencies, pub-
lication patterns and thematic citation metrics. 
The assessment of those results elucidates two 
important perspectives: (1) the maturation of 
arts management literature, and (2) the cross-
fertilization between arts management literature 
and the more historically developed bodies of 
mainstream management and marketing 
literature.
Background
In the 1970s, arts management started to develop as a field. Arts management programs 
were formed at universities in various Western 
countries such as the United States, the United 
Kingdom and Australia. Over time, statistics 
and narratives accumulated on the growth and 
value of the cultural industries (Vieira, Carvalho 
and da Silva, 2009), including their historical 
structures and the dynamics of change. In the 
last three decades, the field has developed slowly 
from a small base to a recognized discipline in 
its own right. At the same time, the establishment 
of journals and conferences has contributed to 
the professionalization of the field, with sociolo-
gists providing structuration of fields that arts 
management scholars adopted (Colbert and 
St-James, 2014; DiMaggio and Powell, 1991). 
The field has established an association (AIMAC), 
an international conference (in 1991), journals 
and a growing body of published research. 
However, our understanding of the field of arts 
management is hindered by inadequate data on 
the development of related academic knowledge, 
a gap that this article addresses.
While the arts management field has grown 
significantly during the last 30 years (Evrard and 
Colbert, 2000), little research has been conducted 
to explore its scholarly progress. Recently Colbert 
and St-James (2014) carried out a selective review 
of the arts marketing literature, identifying key 
themes and contributions. While valuable, that 
study did not include a citation analysis. Further, 
Pérez-Cabaňero and Cuadrado-García (2011) 
developed a longitudinal analysis of 10 biannual 
AIMAC arts management conferences held over 
20 years, using a variety of factors to classify the 
research interests of arts management researchers. 
Following Evrard and Colbert (2000), they iden-
tified one factor – the emergence of a research 
network – that fostered research related to the 
development of the arts management domain.
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This present study is the third in a research 
stream to address another factor proposed by 
Evrard and Colbert (2000): the publication 
of academic journals in the field. It explores 
the extent to which research published in arts 
management journals has impacted mainstream 
top-tier management and marketing journals. 
Identifying and analyzing influential journals 
and articles that are contributing to the 
maturation of arts management academic 
knowledge is important, since those authoring 
and publishing them provide and encourage 
theoretical and methodological contributions 
to both management and the arts.
This research stream also answers the calls 
of other researchers for deeper analysis of arts 
management research, such as Fillis’s (2011) 
call for examination of the impact of arts 
marketing on marketing in general. It seeks to 
clarify the influence of arts management among 
top management and marketing journals 
in order to assess its scientific status and its 
performance as a management sub-discipline. 
There are many ways to assess scientific status, 
such as visual mapping (O’Reilly, 2011), 
selective review (Colbert and St-James, 2014) 
and thematic analysis (Pérez-Cabaňero and 
Cuadrado-García, 2011). This research stream 
extends previous work by analyzing key topics 
of investigation; citation patterns; and article, 
citation and author frequencies, following 
Zinkhan, Roth and Saxton (1992). Its aim is to 
assess the external impact of arts management 
articles in mainstream management and 
marketing journals. This stream differs from 
previous research by concentrating on scientific 
status, focusing on citation patterns over 
time and identifying specific research topics 
that have made an impact on sister subject 
areas. It offers an innovative methodology for 
developing an understanding of the theoretical 
fundamentals of arts management as a sub-
discipline of marketing and management, and 
it focuses on top-tier mainstream journals to 
measure the influence of arts management 
journals.
Theoretical Context
The present study, the third in a series, aug-ments the two prior studies that analyzed 
the arts management literature. Rentschler and 
Shilbury (2008) developed the first internation-
ally accepted ratings of arts management journals 
based on four weighting criteria originally 
developed by Polonsky and Whitelaw (2006): 
prestige, contribution to theory, contribution to 
practice and contribution to teaching. Cluster 
analysis of ratings of 14 arts management jour-
nals conducted by 30 academic arts management 
specialists from three regions – Australia/New 
Zealand/Asia, United States/Canada and United 
Kingdom/Europe – was used to develop a base-
line set of ratings for those journals.
The second study (Rentschler and Kirchner, 
2012) used those ratings as the basis for a 
longitudinal assessment of arts management 
research and the impact of arts management 
articles published in general management 
and marketing journals. It analyzed 10 top-
tier management and marketing journals to 
identify arts management/marketing-related 
articles published in them over the period 
1987 to 2008. It identified the citations from 
arts management journals in those articles and 
Arts management is a discipline whose research domain has grown in impact over the last quarter century. 
This study provides an external thematic, content and citation analysis of arts management articles in top-tier 
mainstream management and marketing journals between 1987 and 2010. It explicates article, author and 
citation frequencies based on author information, publication patterns and thematic citation metrics, thus 
contributing to the development of the arts management body of knowledge. Specifically, the study examines 
the function of arts management research as a bridging mechanism to its parent disciplines in management 
and marketing. The authors identify thematic citation metrics of research published in mainstream journals 
as well as frequencies and publication patterns, so that scholars can make decisions affecting their future 
research directions. The authors conclude that there is little correlation between age/rank of journal and 
frequency of citations, with younger journals becoming established as key players within relatively short 
periods.
Management, marketing, arts, journal assessment, citations, bibliographic/thematic analysis
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assessed implications for the development of 
the arts management sub-discipline.
This article extends that second study, 
focusing on a 24-year span (1987–2010) and 
limiting the assessment to peer-reviewed 
articles and arts management journals that 
published consistently in that timeframe. 
It extends the scope to provide augmented 
information (e.g., SSCI – Social Science 
Citation Index – ratings for each of the 
journals) and examines additional factors (e.g., 
assessment of mainstream arts management-
related themes and impacts of individual arts 
management authors and themes).
In this study, “arts management” is 
defined, as in Rentschler and Kirchner 
(2012), from a broad cultural perspective, to 
include management, marketing and related 
economics, finance and other business topics, 
in both for-profit and not-for-profit sectors and 
organizations. Given the multidisciplinary 
nature of arts management journals, their 
editors have published a broad range of articles. 
This is not surprising given the adolescence 
of the field and the limited number of arts 
management journals in which to publish.
Research Objectives
This research stream seeks to answer two general research questions: 
1. To what extent has arts management research 
influenced publication in top-tier mainstream 
management and marketing journals?
2. What story does arts-related research pub-
li shed in top-tier mainstream marketing and 
management journals from 1987 to 2010 tell us 
about the development of the arts management 
field?
Our study has three objectives: (1) to 
advance the first quantitative analysis 
(Rentschler and Kirchner, 2012) of peer-
reviewed articles on arts management topics 
in pre-eminent mainstream management and 
marketing journals; (2) to perform bibliometric 
citation analysis to determine the external 
impact of arts management journals on those 
mainstream management and marketing 
journals through generation of article, citation 
and author frequencies; and (3) to assess 
external arts-related impact, using content/
citation pattern analysis of all arts-related 
articles published in arts management journals 
cited in those mainstream journals, in order to 
determine which journals, authors and topics 
are influencing arts research based on author 
information, publication themes and citation 
metrics.
Methodology
Our study builds directly on the work of Rentschler and Kirchner (2012) on the 
topic of arts management/marketing journal 
citation analysis and assessment of the external 
impact of those journals. For consistency, the 
research methodology used in that research was 
also used in this study. Some changes were made 
due to recent information and insights; these 
deviations are stated in the methodological over-
view. As a first step, the bibliometric content 
La gestion des arts est une discipline dont le domaine de recherche s’est étendu pendant le dernier quart de siècle. cette 
étude présente une analyse des thèmes, des contenus et des citations d’articles en gestion des arts recueillis dans des revues 
généralistes de management et de marketing entre 1987 et 2010. Elle précise la fréquence des articles, des auteurs et des 
citations en se fondant sur l’information relative aux auteurs, sur les modèles de publication et sur les thématiques abordées. 
cette recherche contribue ainsi au développement du corpus de connaissances de la gestion des arts au fil des ans. En 
particulier, l’étude examine le rapprochement existant entre la recherche en gestion des arts et les disciplines connexes en 
management et en marketing. Les auteures se penchant sur les citations thématiques publiées dans les revues généralistes 
aussi bien que sur la fréquence et les modèles de publication, de façon à permettre aux spécialistes de prendre des décisions 
touchant à de nouvelles avenues de recherche. Elles concluent qu’il existe une faible corrélation entre l’âge ou le rang d’une 
revue et la fréquence des citations des jeunes revues qui deviennent rapidement des acteurs clés.
Gestion, marketing, arts, évaluation d’une revue, citations, analyse bibliographique/thématique
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La administración artística es una disciplina cuyo campo investigativo ha tenido creciente impacto en los últimos veinticinco 
años. En este estudio se brinda un análisis de los temas, el contenido y las citas de artículos sobre la gestión artística encontrados 
en las principales revistas de gestión y comercialización entre 1987 y 2010. Se dan detalles sobre el artículo, el autor y la frecuencia 
de citación basados en la información sobre el autor, las pautas de publicación y las medidas temáticas de las citas, lo que 
contribuye, con el tiempo, al desarrollo de los conocimientos en materia de gestión artística. Se examina en particular cómo la 
investigación en el campo de la gestión artística crea puentes con disciplinas relacionadas en el campo de la gestión y la comer-
cialización. Los autores destacan los parámetros de medición de las citas temáticas de investigaciones publicadas en las prin-
cipales revistas así como la frecuencia y las pautas de publicación, lo que puede informar a los investigadores en cuanto a la 
orientación futura de sus trabajos. Se concluye que hay poca correlación entre la edad y la posición de la revista y la frecuencia 
de las citas, ya que las revistas más jóvenes han adquirido en poco tiempo un papel protagónico.
Gestión, comercialización, artes, evaluación de revistas, citas, análisis bibliográfico y temático
r E S U M E N
P A L A b r A S   c L A V E
10 TOP-TIER MANAGEMENT JOURNALS AND  
10 TOP-TIER MARKETING JOURNALS, BY YEAR OF FOUNDING
Management Founded
5-year
SSCI
rating Marketing Founded
5-year
SSCI
rating
Administrative Science
Quarterly (ASQ)
1956  6.545 Journal of Marketing (JMktg) 1935 7.039
Academy of Management Journal 
(AMJ)
1957 10.565
Journal of Advertising
Research (JAR)
1936 1.575
California Management
Review (CMR)
1958  2.417
Journal of Marketing
Research (JMR)
1964 3.978
Journal of Management
Studies (JMS)
1964  5.160
European Journal of
Marketing (EJM)
1967 1.969
Nonprofit and Voluntary
Sector Quarterly (NVSQ)
1971  1.388 Journal of Advertising (JA) 1971 2.092
Academy of Management Review 
(AMS)
1975 11.442
Journal of the Academy of 
Marketing Science (JAMS)
1972 4.233
Journal of Management (JMgt) 1975  6.810
Journal of Consumer
Research (JCR)
1974 3.960
Journal of Organizational
Behavior (JOB)
1979  4.382 Marketing Science (MS) 1981 3.007
Organization Studies (OStud) 1979  3.326
International Journal of
Research in Marketing (IJRM)
1983 2.638
Organization Science (OSci) 1989  5.613 Journal of Service Research (JSR) 1997 4.138
T A b L E  1
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analysis of 20 top-tier management and market-
ing journals is refined and extended. In this 
study, issues of those journals published between 
1987 and 2010 are examined to identify the 
publication frequency of arts management/
marketing-related articles in which arts manage-
ment authors are cited, on which themes and 
from which arts management journals.
 Citation analysis data are evaluated for the 
external impact of arts management journals on 
top-tier mainstream management/marketing 
journals. Content and citation pattern analysis 
of arts-related articles published in mainstream 
management and marketing journals is 
used to determine the influences on arts-
related research based on author information, 
publication themes and citation metrics. The 
results of the assessment yield important 
insights into the influence of arts management 
journal articles on mainstream management 
and marketing research published in top-tier 
journals.
General Management and Marketing 
Journals
The 10 top-tier general management journals 
and 10 top-tier general marketing journals exam-
ined in this study are listed in Table 1. The list 
was generated by Rentschler and Shilbury (2008) 
and used subsequently by Rentschler and 
Kirchner (2012). Each of these mainstream pub-
lications is an established, reputable, quality 
journal with a history of citations that can be 
identified and analyzed (Shilbury, 2011).
For each journal, the year of establishment 
and five-year SSCI rating is provided. The 
SSCI is the most commonly used such measure 
worldwide (Haddad et al., 2014) and as such is 
important to many scholars and institutions of 
higher education. However, its widespread use 
as a measurement tool for assessment/impact 
of journals and journal articles continues to 
be the subject of much debate about perceived 
technical and conceptual issues (Davis, 1998). 
In this analysis, therefore, ratings are provided 
for each journal but are not discussed further.
Arts Management Journals
The seven arts management journals used as the 
basis for the study are listed in Table 2. They 
comprise those that Rentschler and Shilbury 
(2008) identified and rated as “A” in developing 
the first rating scheme of arts management jour-
nals. (The eighth journal assessed in 2008, Asia 
Pacific Journal of Arts and Cultural Management, 
was not classified as an “A” journal, and although 
it was part of the Rentschler and Kirchner [2012] 
study it was not selected for the present study 
SEVEN CORE ARTS MANAGEMENT JOURNALS, BY YEAR OF FOUNDING
Journal Founded SSCI ratinga Issues/year
Poetics: Journal of Empirical Research on Culture, 
the Media and the Arts
1971 1.733 – 5-year 6
Journal of Arts Management, Law and Society 
(JAMLS)b
1977 AHcI 4
Journal of Cultural Economics (JCE) 1977 1.357 – 1-year 4
Media International Australia (MIA) 1977 0.189 – 1-year 4
Museum Management and Curatorship (MMC)c 1986 N/A 5
International Journal of Cultural Policy (IJCP) 1994 0.755 – 1-year 5
International Journal of Arts Management (IJAM) 1998 New 3
T A b L E  2
a 2011 SSCI impact rating (1-year, or 5-year if available), N/A = not rated, New = recently added to SSCI ratings database, 
AHCI = Arts and Humanities Citation Index
b Initially published as Performing Arts Review; renamed Journal of Arts Management and Law in 1990 and Journal of Arts 
Management, Law and Society in 1992
c Initially published as International Journal of Museum Management and Curatorship; renamed Museum Management and 
Curatorship in 1990
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since it was published irregularly throughout the 
selected timeframe due to editorial and admin-
istrative changes.)
The arts management journals selected 
for analysis were launched between 1971 and 
1998, with publication histories of 15 to 42 
years. The criterion for inclusion in the study 
was publication for a minimum of 10 years.
On average, the arts management journals 
were founded several decades after the 
top-tier general management and general 
marketing journals, which is logical given 
the relatively late emergence of the sub-
discipline of arts management. Three of the 
seven arts management journals originated 
more than 30 years ago, three between 20 
and 30 years ago. The International Journal 
of Arts Management, established in 1998, is 
the newest journal on the list. Two journals 
contain the phrase “arts management” in 
their titles: Journal of Arts Management, Law 
and Society (1977) and International Journal of 
Arts Management (1998). Interestingly, five of 
the arts management journals encompass the 
disciplines of sociology, cultural economics, 
performing arts, media, museums and cultural 
policy, identifying the domains from which the 
sub-discipline evolved.
The selected arts management journals 
are published between six times per year 
(Poetics) and three (International Journal of 
Arts Management). Journals that publish fewer 
issues per year can be impacted in two ways: 
(1) scholars have fewer opportunities to publish 
in them, and (2) the smaller article database 
may result in fewer citations for articles 
published in them.
While five of the journals are currently 
listed in the SSCI, International Journal of Arts 
Management is a recent addition to the index 
and was not rated in the timeframe for the 
study. Museum Management and Curatorship 
does not participate in a citation index, and 
Journal of Arts Management, Law and Society 
is listed in the AHCI (Arts and Humanities 
Citation Index). Because of the number of arts 
management journals that either are not SSCI-
rated or have little SSCI statistical history, as 
well as academic dissension about the merits 
of the SSCI ratings, that information for those 
journals is not analyzed further in this study. 
However, such analysis may yield valuable 
insights as more arts management journals 
mature and have greater impact, and it could 
be an interesting subject for future research.
Data Collection and Analysis
Following Shilbury (2011) and Rentschler and 
Kirchner (2012), the initial stage of our project 
was undertaken in two phases: subjective and 
objective. In the subjective phase, two researchers 
identified arts management-related articles in 
the 10 top-tier mainstream management journals 
and the 10 top-tier mainstream marketing jour-
nals during the 24-year period 1987 to 2010. As 
in the second study  (Rentschler and Kirchner, 
2012), the criteria for arts management article 
selection were that it pertain to an arts/culture-
related topic and/or assess data in one or more 
of the following categories: performing arts 
(symphonic/chamber/choral music, theatre, 
opera, dance), museums, arts presenters, cinema, 
broadcasting, heritage, literature and craft.
Relevant articles from each of the 20 
mainstream journals were then examined 
independently by the two researchers, using 
visual inspection, to assess their relevance to the 
study in terms of the categories outlined above, 
with relevance assessed as the degree to which 
the article is concerned with an arts/culture 
topic. Article, citation, author and theme 
information from the selected mainstream 
journal articles was identified, assembled and 
classified.
To confirm the results of the visual 
inspection and selection process used to 
identify arts management-related articles in 
the 20 mainstream journals, confirmatory 
searches were conducted using a search engine 
accessing a spectrum of databases (e.g., ABI/
Inform, Business Source Complete, Lexis/
Nexis Academic, Factiva) based on keywords 
related to the arts categories outlined. The 
search engine, supplemented by Google 
Scholar (in cases where arts management 
journals were not included in other available 
databases), was then used to ensure that all 
arts management journal articles/authors cited 
in those mainstream journal articles had been 
identified and included.
The relevant arts management articles were 
then categorized by article, citation and author 
frequencies and themes, and whether or not 
they were relevant to the topic and/or to the 
research sample. This subjective stage of the 
research focused on full-length academic, peer-
reviewed articles. As a result, articles that were 
relatively short and perceived as less significant 
than others, with few or no references (e.g., 
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book reviews) – which were included in the 
Rentschler and Kirchner (2012) analysis – were 
not included in this study.
It is important to note that this subjective 
phase of the research was qualitative yet 
rigorous. As an example, while the searches 
began with keywords, the process of selecting/
eliminating articles from the search results was, 
by necessity, based on researcher decisions. For 
example, arts-related words such as “dance” 
and “theatre” may be used in non-arts contexts. 
In such cases, the researchers had to identify 
potential issues and come to a decision.
The objective phase of the study identified 
arts management journal citations in the 
arts articles gleaned from the 20 mainstream 
journals. We examined the bibliography 
section in each article to extract references 
to the seven core arts management journals. 
Each citation was documented and classified 
according to the mainstream journal in which 
the citation appeared, the arts management 
journal in which the cited article appeared, and 
the major theme(s), subtheme(s), author(s) and 
publication year of the cited article.
The results show the frequency of arts-
related articles in the top-tier mainstream 
journals, their citations for arts management 
journal articles, and the journals cited. 
Analyses included (1) longitudinal analysis 
of article, citation and author frequency by 
mainstream management/marketing journal 
arts-related articles of arts management 
journal articles, (2) thematic classification 
of mainstream management and marketing 
journal articles on arts management topics, 
(3) assessment of external impact of arts-related 
articles/authors on both mainstream and arts 
management journals, and (4) categorization 
of arts management and arts marketing 
research in both mainstream journals and arts 
management journals.
Results
The study identified 238 arts-related general management and general marketing journal 
articles and their 106 citations for articles pub-
lished in the seven core arts management journals 
assessed in this research. Organization and analy-
sis of those data provide an empirical base for 
understanding and interpreting norms in the 
arts research field (Ratnatunga and Romano, 
1997), as well as changes that have occurred over 
the decades studied.
The results are organized as follows: (1) arts 
management journal citations in mainstream 
management journals; (2) arts management 
journal citations in mainstream marketing 
journals; (3) citation summary in mainstream 
journals; and (4) longitudinal analysis of 
numbers of arts-related articles published in 
mainstream journals, numbers of arts-related 
articles published in mainstream journals with 
citations for arts management journals, and 
numbers of mainstream journal citations for 
arts management journal articles.
Arts Management Journal Citations in 
General Management Journals
Table 3 summarizes the results by general man-
agement journal, by number of arts management 
and arts marketing articles, by citations from 
arts management journals, by focus of the study 
and by arts management journal cited. The 
analysis identified 100 arts management articles 
in general management journals that contained 
56 citations for arts management journals. The 
number of arts management articles in 
Organization Science and in Organization Studies 
is high due to special issues on the arts, reflecting 
the interest of both journals in the aesthetics of 
organizations and in art as organizational meta-
phor, which are consistent with the organiza-
tional behaviour focus of these journals.
The results show no correlation between 
the number of citations and the age of the 
general management journal. There were 
more citations (17) for International Journal 
of Arts Management, the youngest of the arts 
management journals examined and the one 
that publishes the fewest issues per year, than 
for Journal of Cultural Economics (16), a much 
tolder journal that is well established in the 
field. Of the 33 articles in Organization Studies, 
five of the six citations were for International 
Journal of Arts Management articles.
Arts Management Journal Citations in 
General Marketing Journals
Table 4 summarizes the results by general mar-
keting journal, by number of arts marketing 
articles, by citations for arts management jour-
nals, by focus of the study and by arts manage-
ment journal cited.
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The results show 138 arts articles published 
in general marketing journals, with 50 
citations from arts management journals and 
the numbers varying widely from journal to 
journal. Arts-related articles in four of the 
general marketing journals had no citations for 
arts management journal articles.
Among the general marketing journals, 
Journal of Cultural Economics received the 
highest number of citations (33). Significant 
numbers of arts-related articles were published 
in Journal of Advertising Research (21), Marketing 
Science (19), European Journal of Marketing 
(20), Journal of Consumer Research (19), Journal 
of Marketing (15) and Journal of Marketing 
Research (14). This result is not unexpected 
given government policy emphasis on arts 
marketing, the importance of marketing for the 
development of arts and cultural organizations, 
GENERAL MANAGEMENT JOURNALS: CITATIONS FOR ARTS MANAGEMENT JOURNAL ARTICLES (1987–2010)
Journal, by year of founding
Number of 
articles
Number of 
citations Focus
Arts-related 
journal(s) cited
Administrative Science Quarterly 8 3 Orchestra, film 3 JcE
Academy of Management Journal 4 0 U.S. TV, film  -
California Management Review 1 0 Performing arts  -
Journal of Management Studies 11 12 Film and theatre
4 IJAM
3 JcE
5 Poetics
Nonprofit and Voluntary Sector 
Quarterly
11 18
Funding, philanthropy, 
community arts, financial 
vulnerability, museums
8 IJAM
6 JAMLS
1 JcE
3 MMc
Academy of Management Review 2 2 Film
1 JcE
1 Poetics
Journal of Management 3 5 Film 5 JcE
Journal of Organizational 
Behavior
6 6
Performing arts, classical music, 
film, creative industries
3 IJcP
2 JcE
1 Poetics
Organization Studies 33 6
Literature, music, events, film, 
performing arts, painting, 
aesthetics
5 IJAM
1 Poetics
Organization Science 21 4
Jazz, cultural industries, film, 
music, visual arts, theatre, 
media, musical instruments
1 JcE
3 Poetics
TOTAL 100 56
17 IJAM
16 JCE
11 Poetics
 6 JAMLS
 3 IJCP
 3 MMC
T A b L E  3
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and the interest of marketing academics in 
culture and creativity, especially advertising.
However, there is no significant correlation 
between the number of citations and the 
number of articles on arts-related topics in 
general marketing journals. Of the 50 citations 
sourced from arts management journals 
in mainstream marketing journals, 33 are 
from Journal of Cultural Economics, nine 
from Museum Management and Curatorship 
and four from Poetics. Given the importance 
of marketing to the arts, and its growth in 
the research domain, for example, it is not 
surprising that arts marketing articles have 
been highly cited in some of the mainstream 
marketing journals.
Summary of Arts Management Journal 
Citations
Table 5 shows the overall impact of each of the 
arts management journals, listing, by total num-
ber of citations in the 20 mainstream manage-
ment and marketing journals within the 1987 
to 2010 timeframe, the age of the journal (in 
GENERAL MARKETING JOURNALS: CITATIONS FOR ARTS MANAGEMENT JOURNAL ARTICLES (1987–2010)
Journal, by year of founding
Number 
of articles
Number of 
citations Focus
Arts-related 
journal(s) cited
Journal of Marketing 15 12
Film, artistic environment, 
performing arts, museums, music
12 JcE
Journal of Advertising Research 21 0 radio, TV, film, music -
Journal of Marketing Research 14 2
broadway, music, theatre, film, visual 
arts
 2 JcE
European Journal of Marketing 20 13
Non-profit arts, visual arts, 
performing arts, museums, jazz, 
film, broadcasting
 3 IJAM
 1 JAMLS
 8 MMc
 1 Poetics
Journal of Advertising 9 0 Poetry, TV, film -
Journal of the Academy of 
Marketing Science
8 4
Museums, decorative arts, non-
profit arts, film, TV
 3 JcE
 1 Poetics
Journal of Consumer Research 19 7
Literature, film, rock music, public 
art, TV
 4 JcE
 1 MMc
 2 Poetics
Marketing Science 19 12 Film 12 JcE
International Journal of 
Research in Marketing
9 0 Visual arts, theatre, film, fashion -
Journal of Service Research 4 0 Theatre, non-profit arts -
TOTAL 138 50
33 JCE
 9 MMC
 3 IJAM
 4 Poetics
 1 JAMLS
T A b L E  4
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years) in 2010, the number of citations in each 
type of journal and the total number of 
citations.
The most cited arts management journals in 
the top-tier mainstream journals were Journal 
of Cultural Economics (49), International Journal 
of Arts Management (20), Poetics (15), Museum 
Management and Curatorship (12), Journal 
of Arts Management, Law and Society (7) and 
International Journal of Cultural Policy (3).
Table 5 highlights several important points. 
First, there does not appear to be a clear 
relationship, as might be expected, between 
the age of the journal and its impact on 
mainstream journals as measured in the study. 
International Journal of Arts Management, the 
youngest of the seven journals and the least 
frequently published, placed second in terms 
of impact. Second, while this was the arts 
management journal most frequently cited 
in the mainstream management journals, it 
received far fewer citations in the mainstream 
marketing journals. Third, two niche journals 
(Poetics, which focuses on the sociology of the 
creative industries, and Museum Management 
and Curatorship, which focuses on the museum 
sector) ranked well despite their relatively 
narrow focus. Finally, one of the journals, 
Media International Australia, while a quality 
publication, had no citations, raising the 
question of whether it should be included in 
future citation impact studies.
Longitudinal Analysis
It is important not only to assess the number of 
arts management-related articles published in 
mainstream journals and the number of citations 
for arts management journals, but also to analyze 
changes in those numbers over time. Figure 1 
graphically depicts the number of arts-related 
articles in mainstream journals during the 
24-year timeframe of the study. It illustrates a 
general increase in such articles in management 
and marketing journals. During the first 11 years, 
from 1987 to 1997, the number of arts-related 
articles in mainstream journals never rose above 
seven. During the next 12 years, from 1998 to 
2009, as the arts management domain grew, 
more than 10 arts-related articles were published 
per year, with the exception of 2002, when the 
MAINSTREAM JOURNALS: CITATIONS FOR ARTS MANAGEMENT  
JOURNAL ARTICLES (1987–2010)
Arts management journal 
citations, by number of 
citations
Years of 
publication 
(as of 2010)
Citations in 
management 
journals
Citations in 
marketing 
journals
Total 
citations
Journal of Cultural Economics 34 16 33 49
International Journal of Arts 
Management
13 17 3 20
Poetics 40 11 4 15
Museum Management and 
Curatorship
25 3 9 12
Journal of Arts Management, Law 
and Society
34 6 1 7
International Journal of Cultural 
Policy
17 3 0 3
Media International Australia 25 0 0 0
TOTAL 56 50 106
T A b L E  5
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number briefly fell before rising again. Some of 
the peaks are due to special issues on arts topics 
(e.g., film) in mainstream journals (Rentschler 
and Kirchner, 2012). The movement of the man-
agement and marketing lines is intriguing, since 
it seems to depict an inverse relationship that 
may be explained, at least in part, by those special 
issues.
Figure 2 plots the data for the numbers of 
arts management-related articles published in 
mainstream journals that contained citations 
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for arts management journals during the 
period.
The differences between Figures 1 and 2 
are significant. It is interesting that none of the 
arts-related articles published in mainstream 
journals during the first part of the timeframe 
(1987–97) cited arts management journals. 
Three of the seven arts management journals 
(Poetics, Journal of Arts Management, Law and 
Society and Journal of Cultural Economics) had 
been publishing for 10 years or more by 1987. 
The rise in the number of mainstream journal 
articles citing arts management journals since 
1998 is notable but volatile.
Figure 3 graphs the numbers of citations 
in the arts-related mainstream journal articles 
for arts management journals during the 
timeframe. Once again, it is puzzling that 
authors in mainstream journals did not begin 
to cite respected articles in arts management 
journals until 1997. Bourdieu’s 1979, 1983 
and 1985 often-cited Poetics articles, for 
example, were not referenced in mainstream 
journals until 1999. Certainly, the pre-1997 
part of the timeframe was a period when the 
creative industries were being foregrounded by 
governments through policy and collections 
of statistics as a means of boosting cultural 
capital, community well-being and the 
knowledge nation. We can speculate that, 
with the development of the field and the 
establishment of new journals that have tapped 
into the Zeitgeist, more citations have appeared. 
As an example, International Journal of Arts 
Management was founded in 1998 and has 
been frequently cited. However, more detailed 
research is needed to assess this premise.
Discussion
It is worth focusing on the general management and marketing journals that contain the most 
arts management-related articles and citations. 
For example, Journal of Advertising Research and 
Organization Studies, which feature topics such 
as organization behaviour, consumer behaviour 
and advertising, may be more open to ideas from 
other disciplines, given their focus on people and 
their behaviours, new interfaces and consumer 
motivations.
It might be expected that, among the 
arts management journals, the number of 
issues published per year would be positively 
correlated with the number of citations in the 
top-tier management and marketing journals 
MAINSTREAM JOURNAL ARTICLE CITATIONS FOR ARTS MANAGEMENT  
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analyzed. However, this does not appear 
to be the case. In fact, the most cited arts 
management journal across the two general 
domains, Journal of Cultural Economics (49 
citations), publishes four issues per year, and 
the second most cited, International Journal of 
Arts Management (20 citations), publishes three 
issues per year.
Author Publication Frequencies in Top-Tier 
Journals
Table 6 lists the authors of articles in arts man-
agement journals who were cited most frequently 
(three or more times) in the mainstream manage-
ment/marketing journals. The fourth column 
gives the number of times an arts management 
journal author was cited in the mainstream jour-
nals, while the second and third columns list 
the citations unique to each journal.
The number of cases in which an author 
was cited multiple times in different journals 
for the same article, though small, is an 
important metric. It is interesting that, in all 
but three of the nine cases, the most frequently 
cited authors were cited for a single article. 
Bourdieu’s articles in three issues of Poetics 
(1979, 1983 and 1985) were cited five times, 
and McManus’s articles in two issues of 
Museum Management and Curatorship (1987 
and 1988) were cited three times. Rentschler 
is the only author on the list with cited articles 
from two different publications (International 
Journal of Arts Management and Journal of 
Arts Management, Law and Society). Finally, 
citation of authors such as Bourdieu shows 
the links from management/marketing/
arts management to sociology and other 
disciplines, such as cultural economics, whence 
arts management has emerged.
Hence well-known authors in particular 
disciplines (e.g., Bourdieu in sociology, 
Hirschman and Holbrook in marketing, 
Rentschler in arts marketing) were cited across 
disciplines. Interestingly, the relatively low 
ranking of arts management journals during 
the period when their articles were published 
has not deterred scholars from citing them. 
Perhaps, in emerging disciplines, where 
journals are seeking to establish credibility and 
innovative scholars are looking widely for new 
concepts to support their research, they are 
prepared to take more risks than journals in 
established disciplines, resulting in innovative 
contributions that are valued by established 
authors publishing in mainstream journals. And 
well-known authors may enjoy the academic 
freedom to target the most appropriate journal 
for a given article, regardless of its stature, and 
are likely to be followed and cited no matter 
where they choose to publish.
The three sets of authors most cited in 
mainstream management/marketing journals 
were cited for their work in Journal of Cultural 
Economics related to the motion picture 
industry. The fourth most-cited author, 
writing on the topic of theatre, was published 
in International Journal of Arts Management 
(2002), and the fifth most-cited author 
contributed articles on cultural production and 
symbolic goods in Poetics. It is interesting to 
note that citations occur in both the for-profit 
and non-profit domains under the broad remit 
of arts management. These results suggest the 
importance of cross-fertilization of scholarly 
knowledge.
Based solely on publication history, our 
analysis indicates that a small cohort of authors 
publishing in Journal of Cultural Economics, 
International Journal of Arts Management, 
Poetics, Museum Management and Curatorship 
and Journal of Arts Management, Law 
and Society were most likely to be cited in 
mainstream management/marketing journals. 
Analysis from the author perspective is 
important because it highlights the need for 
arts management researchers to discern the 
details of their impact on mainstream journals 
and authors publishing in them. It is also 
instructive for arts management editors and 
editorial boards, who can assess the results to 
infer implications for their own journals.
Themes of Mainstream Journal Arts-Related 
Articles
Table 7 identifies themes of arts-related articles 
in mainstream management/marketing journals, 
ordered by frequency. (A more detailed classifica-
tion of topics covered by articles in the main-
stream management and marketing journals 
appears in Appendix 1, which contains not only 
the major themes but also the sub-contexts.)
A majority (51%) of the mainstream 
management articles focus on strategy and the 
related topic of organizational change. Almost 
half of the articles in the mainstream marketing 
journals, on the other hand, concentrate on 
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consumer behaviour (29%) and promotion 
(19%), while most of the remainder involve 
other marketing topics.
Only 9% of articles in the mainstream 
marketing journals concern strategy, compared 
with 31% of those in the mainstream 
management journals. In another interesting 
area of cross-over, a small percentage (3%) 
of articles in mainstream management 
journals concentrate on consumer relationship 
management, which can be considered a 
consumer behaviour/marketing topic.
FREQUENCIES OF ARTS MANAGEMENT AUTHOR CITATIONS IN TOP-TIER JOURNAL ARTICLES (1987–2010)
Author
Management 
journal citations
Marketing 
journal 
citations
Arts journal
articles/times cited
Total 
number of 
citations
Themes
Prag, J., and  
J. casavant
ASQ (2)
JMS (1)
JMgt (1)
JMktg (2)
MS (3)
Jcr (1)
JAMS (1)
JcE 1994 (11) 11
Film
Marketing expenditures
Wallace, W.,  
A. Siegerman 
and  
M. Holbrook
JMktg (3)
MS (3)
Jcr (2)
JMr (1)
JAMS (1)
JcE 1993 (10) 10 Film
Microeconomics
De Vany, A., 
and W. Walls
ASQ (1)
JMS (1)
JMgt (1)
JMktg (3)
MS (2)
JAMS (1)
JcE 1999 (9) 9
Film
risk management
Meisiek, S. JMS (2) OStud (4) IJAM 2002 (6) 6
Theatre
change management
bourdieu, P. 
OSci (1)
JOb (1)
Jcr (2)
JAMS (1)
Poetics 1979 (1)
Poetics1983 (3)
Poetics1985 (1)
5
Literature
cultural production
Marketing of symbolic 
goods
Hirschman, E., 
and A. Pieros Jr.
JMgt (1)
Jcr (1)
JMr (1)
JcE 1985 (3) 3
Theatre
Film
Arts marketing
McManus, P.
Jcr (1)
EJM (2)
MMc 1987 (2)
MMc 1988 (1)
3
Museums
Social interaction
Learning-related 
behaviour
rentschler, r. 
(2); rentschler, 
r., and  
A. Gilmore
NVSQ (2) EJM (1)
JAMLS 1998 (1)
IJAM 2001 (1)
IJAM 2002 (1)
3
Museums and 
performing arts
creativity
Services marketing
Wijnberg, N.
JMS (1)
OSci (1)
AMr (1)
JcE 1995 (3) 3
Art
Science
Technology
T A b L E  6
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Pérez-Cabaňero and Cuadrado-García’s 
(2011) internal longitudinal analysis, which 
examined 10 AIMAC arts management 
conferences over 20 years, identified eight 
themes: marketing, consumer behaviour, 
management, finance, cultural policy, human 
resource management, technology and other. 
Those themes were then broken down into sub-
categories. Colbert and St-James (2014), in their 
selective review of arts marketing, identified 
six themes: cultural participation and cultural 
capital, experiential arts consumption, theory 
and practice of arts marketing, supply-side 
marketing assumption, cultural experiences 
and consumer co-creation, and arts marketing 
management. Their analysis also broke the 
themes into sub-themes.
ARTS-RELATED ARTICLES IN MAINSTREAM JOURNALS: THEME/CONTEXT
Mainstream management theme/context
Number 
(%) Mainstream marketing theme/context
Number 
(%)
Strategy
Performance (15)
Product (9)
Organization development (7)
31 (31)
Consumer Behaviour
behaviours (22)
Product evaluation (8)
consumer experience (6)
Segmentation (4)
40
(29)
Organizational Structure and Design
Organization design (8)
Management (4)
Industry (2)
14
(14)
Marketing Research
consumers (13)
Product development (3)
Evaluation (2)
18
(13)
Organizational Change
Organization planning (14)
Industry (9)
competitors (3)
26
(26)
Promotions
Promotional tactics (20)
Evaluation (4)
Industry (2)
26
(19)
Relationship Management
Network management (6)
consumers (3)
9
(9)
Product
brand (6)
Design and distribution (6)
consumer valuation (4)
16
(12)
Aesthetics of Management
Organization (5)
Management style (3)
8
(8)
Price
revenue (7)
Pricing (5)
Sales (2)
14
(10)
Philanthropy
Growth (3)
Funding (2)
Industry (2)
7
(7)
Sponsorship
consumers (7)
Promotional sponsorship (5)
12
(9)
Human Resources Management
Work and management practices (4)
Personnel (2)
6
(6)
Strategy
Industry (5)
Product development (4)
Marketing (2)
Evaluation (1)
12
(9)
TOTAL 100 TOTAL 138
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The present study differs, in terms of 
timeframe and approach, from the analyses of 
topics by Pérez-Cabaňero and Cuadrado-García 
(2011) and Colbert and St-James (2014). There 
are so few assessments of research themes in 
the emerging domain of arts management that 
the three analyses provide multi-perspectival 
insights into thematic analysis as well as into 
research gaps in arts management. We present 
the subject themes from our study in Table 
7 and encourage scholars to review the other 
studies as well, given their different approaches 
and methods.
A comparison of the sets of topics in 
mainstream management and marketing 
journals reveals many similarities. Not 
surprisingly, there are no arts-related articles 
on accounting/assessment, technology or 
cultural policy, since such articles tend to be 
published in specialized journals rather than 
in the top-tier management and marketing 
journals examined in this study. However, 
it is surprising that the topics of governance, 
leadership and entrepreneurship did not appear 
in the top-tier journal arts-related articles 
assessed in this study.
Managerial Implications
The relevance of published academic research for practitioners is a widely acknowledged 
and discussed issue. First, analysis of the degree 
and patterns of article, author and citation fre-
quencies of arts management/marketing articles 
in mainstream journals is important because 
arts management journals are targeted not only 
to those in academia who research arts/culture 
management and marketing topics, but also to 
professionals in the broad arts/culture sector and 
governments and foundations that subsidize and 
sustain the sector. Second, practitioners may find 
content in academic journals that boosts practice 
competence. Third, there is potential for both 
broader engagement of practitioners in arts man-
agement research and broader dissemination of 
arts management literature to practitioners, 
which will elevate its perceived value.
While arts management/marketing is a niche 
field, analysis of the impact of arts management 
journals, such as that reported here, contributes 
to the perceived professionalization and value of 
academic knowledge/research in the arts sector. 
It also offers best practice generalizability that 
may be valuable for managers in related fields 
(e.g., sports management, hospitality and non-
profit) and at the mainstream management and 
marketing levels.
Academic Implications
The results of this research indicate that aca-demic knowledge in emerging disciplines 
such as arts management leverages a wider field 
of study, including cultural economics and soci-
ology, which contributes to the development of 
both that knowledge and the wider field. It is 
therefore important for scholars to appreciate 
the breadth and depth of the field from which 
the academic knowledge develops, and the multi-
plicity of influences on it. The scope of manage-
ment, including arts management, is not narrow 
but is broad and complex, drawing academic 
knowledge from other domains and enriching 
the comprehensive field of study. 
As with the second study in the series 
(Rentschler and Kirchner, 2012), the results 
of this study indicate that the influence of 
arts-related research in top-tier mainstream 
management and marketing journals is 
measurable, generally increasing but at an 
uneven pace. Some mainstream management 
and marketing journals tend to contain arts 
management/marketing-related articles and 
citations for articles in arts management 
journals, including those on organization 
behaviour, consumer behaviour and advertising. 
Because of their focus on organizations and 
people (and their behaviours), such journals 
may be more open to ideas from other 
disciplines, including the arts sector. It is also 
possible that the editors and/or reviewers of 
those journals have a particular interest in the 
arts that predisposes them to publish articles 
on arts topics.
For academic researchers of arts and culture, 
our findings raise three related questions. First, 
what is required of arts management journal 
editors and boards in order to increase the 
influence of arts management journal articles 
in top-tier mainstream journals? Second, what 
is required of scholars in order to increase the 
reputation and visibility of not only their own 
work but also the still-emerging domain of 
arts management in mainstream management 
research? Third, how broadly is management 
defined, given its multiple sources?
It is important for arts management 
journals that wish to enhance their reputation 
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and influence to explore strategies for doing so, 
while respecting their roots. While the impact of 
time is evident in the case of Journal of Cultural 
Economics, which has become established as a 
respected publication over many years, time 
is not the only indicator of reputation and 
quality. Acceptance rates, rankings, inclusion 
in academic databases, strong editorial boards 
and scholarly reputation of authors are also 
important factors in the strategic development 
of arts management journals. Our findings 
indicate that International Journal of Arts 
Management is “punching above its weight” 
as the most cited journal in mainstream 
management journals after 15 years of 
publication. In general, arts management 
journals are relatively young, especially when 
compared with scientific journals. Therefore, 
it is reasonable to expect that citations will 
continue to increase, commensurate with the 
efforts made by editorial boards to maximize 
their academic credibility and reputation.
Arts management researchers have a variety 
of opportunities to broaden their influence. 
For example, many concentrate on niche topics 
and publish primarily in arts management 
journals. Strategic expansion of the scope and 
applicability of their research, and submission 
of their work to carefully selected mainstream 
journals, can increase the impact of their 
work. From another perspective, while arts 
management academia may be focused on the 
sector, the arts affect a variety of other domains 
(e.g., education, health, science). Partnering 
with researchers in other fields to engage in 
unique, publishable, cross-functional, cross-
sector studies can enhance the visibility and 
stature of arts management research.
Opportunities for Future Research
Several important questions arise from this research stream. What bodies of knowledge 
influence arts management research? How does 
the multidisciplinary focus of many arts manage-
ment journals influence the reputation and cita-
tion of arts management articles in mainstream 
management and marketing journals? It could 
be argued that a multidisciplinary scope impedes 
collective influence in other domains. At the 
same time, the niche and emergent nature of the 
arts management field is likely to persist in the 
short term. Further research could address this 
proposition through the accumulation and analy-
sis of firm data.
 The analyses conducted to date represent 
foundational examinations of the topic, and 
the research can be broadened and deepened. 
For example, the visual inspection/selection 
process used to generate the set of arts-related 
journal articles in the 20 mainstream journals 
allowed us to identify and include all articles 
that were partially or completely arts oriented. 
An interesting question that remains is the 
extent to which arts management journal 
authors have been cited in mainstream journal 
articles that are not arts-related. Such a search 
would have to be carefully designed to yield 
accurate results and would be resource-intensive 
if done manually. However, the fact that some 
arts management journals, such as Journal of 
Cultural Economics, Poetics and International 
Journal of Arts Management, are now included 
in the plethora of academic journal databases 
(although many of the journals are not) may 
make identifying and tracing such citations 
easier.
Another opportunity for future research is 
further analysis of the arts management-related 
topics of articles published in mainstream 
management and marketing journals. For 
example, the degree to which change is a 
central focus of these articles is noteworthy. 
In mainstream management journals, organi-
zational change is a significant theme. How 
might arts management articles reflect the 
inherent issues associated with a rapidly 
changing socio-economic environment? In 
mainstream marketing journals, the themes 
also can be viewed as change-oriented. Both 
marketing research and analysis of consumer 
behaviour, for example, can be interpreted as 
efforts to leverage change/increase consumption 
and marketing share.
What other factors will add value to the 
research stream? What additional research data 
should be gathered? In what other ways can 
these research data be analyzed? Our analysis 
examined relatively few data fields. Future 
research could focus on formal statistical meta-
analyses of data on the arts marketing and 
management literature, coding the attributes 
of each of the studies and grouping them based 
on common factors. Additional work could 
concentrate on determining the factors that 
contribute to the citation of arts management 
work; for example, is self-citation a factor?
Another interesting option would be 
developing visual mapping of the results, to 
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produce a definitive framework of the literature, 
using an approach similar to that of O’Reilly 
(2011) in his work on arts marketing literature 
mapping. These approaches could be used for 
either external or internal impact studies.
Finally, it is interesting to speculate whether, 
as this research stream expands, patterns similar 
to those discerned in the external impact studies 
will be identified in an assessment of internal 
impact of arts management journals. To what 
extent do arts management journal authors cite 
other arts management journal authors, and in 
which publications? To what extent do they cite 
mainstream journal articles? To what extent do 
academic databases/search engines influence 
arts management researchers in the selection of 
research publications and articles because they 
facilitate identification of pertinent literature 
and access to select journals? In order to answer 
these questions, we need analyses of the mix of 
citations in arts management journals and the 
factors that contribute to their selection and 
use.
Conclusion
This study posed two broad research ques-tions. First, to what extent has arts manage-
ment research inf luenced publication in 
mainstream management and marketing jour-
nals? Our results indicate that the influence is 
slight, increasing at a slow and irregular pace, 
as the arts management field matures and its 
journals become established. One measure of 
that influence is the number of citations for arts 
management journal articles in top-tier general 
management and marketing journal articles. It 
could be argued that the number of citations for 
particular journals is an indication that the citing 
authors find singular and valuable material in 
the cited works. The number of general manage-
ment/marketing journal article citations for arts 
management journal articles is approximately 
40% of all arts-related articles in management 
journals. As a result, given the small number of 
citations overall, it is not possible to identify a 
trend based on external citation analysis. 
However, citation frequency is supported by 
article and author frequencies, and our results 
suggest an emerging pattern of a relatively small 
cohort of authors cited in mainstream journal 
articles, demonstrating influence in the wider 
fields. Our results also illustrate the breadth of 
research, in arenas such as sociology and cultural 
economics, that contributes to the broader 
management field, leading to the definitional 
question what constitutes arts management?
The answer to our second research question 
– What story does arts-related research 
published in mainstream journals tell us? – is 
that this metrics-based approach has identified 
both the body of arts-related work published 
in general management and marketing 
journals and citations for arts management 
journal articles in that work. The results 
extend previous research findings and indicate 
that (1) a small but significant number of 
citations in general management and general 
marketing journals reference arts management 
journals; (2) the interaction between the parent 
management and marketing disciplines and 
the arts management sub-discipline suggests 
that management and marketing authors draw 
upon a variety of multifaceted literatures; 
(3) authors of articles in general management 
and general marketing journals tend to cite 
articles that are grounded in the social sciences 
and the aesthetics of management, although 
journals representing the arts management 
sub-discipline are being increasingly cited; 
and (4) there is little correlation between age/
rank of journal and frequency of citation, with 
some emerging journals quickly becoming 
established as key players.
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A P P E N D I x  1
MAINSTREAM JOURNAL ARTICLES: ARTS MANAGEMENT AND MARKETING SUBJECT THEMES
Arts management theme/context Number Marketing theme/context Number
Strategy
Performance
Network performance (1): TV
Organization performance (6):  
 theatre/events/museums
creativity (1): film
Innovation (1): film
Improvisation (6): music
Product
Product strategy (2): film
Product innovation (1): music
Product identity (1): music
Product development (1): music
consumer value creation (1)
Product markets (1)
Product integration (2): music
Organization development
role-based coordination (1): film
Organization identity (1): symphony orchestras
Theatre metaphor (1)
Process strategy (1): art galleries
Financial vulnerability (1): arts organizations
Alliance management (1): music
Organizational analysis (1): narrative fiction
31 Consumer Behaviour
Consumer experience
Aesthetic experience (3): museums
consumer experiences (1): TV
Authenticity (2): museums and heritage attractions
Product evaluation
consumption patterns (2):  
 pop culture/TV/pop music
consumer desires/value perception (3):  
 visual arts/performing arts
Service value (1): museums
consumer perception and evaluation (1): visual art
Product perception (1): theatre
Behaviours
consumer responses and relationships (12):  
 music/literature/film/festivals/ theatre/celebrity
Appeal and judgement (2): film/music
Downloading and file-sharing (2): music/film
critic influence (2): theatre
repetitive viewing (1): TV
customer retention/memberships (1): museums
consumer innovativeness (1)
consumer attitudes (1): charitable donations 
40
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Arts management theme/context Number Marketing theme/context Number
Organization development
role-based coordination (1): film
Organization identity (1): symphony orchestras
Theatre metaphor (1)
Process strategy (1): art galleries
Financial vulnerability (1): arts organizations
Alliance management (1): music
Organizational analysis (1): narrative fiction
31 Segmentation
Market segmentation (2): music
Audience analysis (1): mass media
Market orientation (1): music
40
Organizational Structure and Design
Management
Governance (1): symphony orchestra
Managerial roles (3):  
 arts agencies/creativity/TV
Industry
cultural analysis (1): literature
Latent organizations/cultural industry 
 products (1): TV
Organization design
Organizing practices (1): cultural industries
Organizational comedy (1): theatre
Improvisation (3): music/creativity
Organizational dynamics (1):  
 symphony orchestra
Organizational structure and strategy (2):   
 creativity/theatre
14 Marketing Research
Consumers
consumer research (10): film/music/ literature
consumption (1): art and symbolism
consumption imagery (1): music
Audience behaviour/signalling (1): film
Product development
Innovation (1): theatre
Electronic media (1): radio
Internalisation (1): craft
Evaluation
Superstar profit (1): film
competition/service sectors (1): film
18
Organizational Change
Industry
Institutional change (2): radio/museums
New organization forms (2): film/fashion
Selection systems (1): visual arts
Entrepreneurship (1): film
Industry practices (2): cultural industries/TV
New technologies (1): photography
Competitors
Market popularity (1): celebrity
Market position (1): radio
Authenticity (1): cultural production
Organization planning
Strategic analysis/environments (4): 
 film/TV/music
Strategic analysis/corporate theatre (5)
Strategic analysis/competitive performance (1): 
 film
Strategic analysis/visual art metaphor (3)
Organization learning (1): TV
26 Promotions
Promotional tactics
Advertising (9): TV/literature/music/casting/radio
Advertising effects (5): music/TV
Text advertising (1): pop art
Advertising imagery (1): literature
Super bowl advertising (2): film
Public relations (1): museums
creativity/advertising (1)
Evaluation
Promotion evaluation (1): film
Advertising value (3): film/cinemas
Industry
Globalization and advertising (1): TV Art directors 
 and copywriters/creative differences 
 advertising (1): arts
26
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Arts management theme/context Number Marketing theme/context Number
Relationship Management
Consumers
Audience analysis (3): film/performing arts/ 
 marketing
Network management
Social structure/networks (3): film
External constituents (1): theatre
Artistic reputation/networks (1): film
Public relations (1): theatre
9 Product
Brand
branding (5): celebrity/film/music/visual arts
brand extensions (1): fashion
Design and distribution
Distribution (3): film
Product placement (1): TV
New products/timing (2): film
Consumer valuation
Electronic agents/product information (1): music
Demand and supply (1): film
Product perceptions (2): music/art
16
Aesthetics of Management
Organization
Organizational life (1): photography/theatre
Organizational challenges/strategy (1): 
 photography
Organizational aesthetics/strategy (3): 
 performance art/theatre
Management style
Authenticity (2)/film: performance art and 
 heritage
creative tensions (1): cultural industries
8 Price
Revenue
Product adoption/revenue (1): film
Product value (1): film
box office revenue (3): celebrity/film
Advertising box office revenue (2): film/radio
Pricing
collective pricing (2): entertainment/music
Price bundling (1): theatre
Pricing strategy (1): music
Event ticketing/pricing (1)
Sales
Film sales (1): film
Sales and distribution channels (1): film
14
Philanthropy
Funding
Funding sources and spending patterns (1): 
 museums
Public subsidies (1): symphony orchestra
Growth
community growth (1): music
Grassroots organizations/growth (2)
Industry
Elite philanthropy (1): arts and cultural groups
NFP culture and organizational fields (1)
7 Sponsorship
Promotional sponsorship
Sponsorship in the promotions mix (2): arts and 
 cultural events
Program sponsorship/branding (2): events
b2b sponsorship/branding (1)
Consumers
Identification (1): festivals and events
consumer behaviour (2): events
consumer attitudes (4): events
12
Human Resources Management
Work and management practices
Work practices/creative production (1): theatre
Innovation/team composition (1): film
creative practices/management (2): creativity
6 Strategy
Product development
Performance strategy (2): theatre/film
Message strategy (1): TV
creativity strategy (1): decorative arts
Marketing
Marketing operations (1): film
Services marketing (1)
12
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Arts management theme/context Number Marketing theme/context Number
Personnel
Profession value/Organizational identity (1): 
 symphony orchestra
Workplace envy (1): narrative fiction
6 Industry
competitors (3): TV
Entrepreneurship and stakeholder support (1): 
 theatre
Subsidized arts organizations (1)
Evaluation
Financial value/advertising (1): TV
12
TOTAL 100 TOTAL 138
